Pengaruh pemasaran internet brother indonesia terhadap kesadaran merek
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Analisis Deskriptif Karakteristik responden berdasarkan jenis kelamin  
Jenis Kelamin  
  Frequenc 
y  








Valid Perempuan  24  40.0  100.0  




Karakteristik responden berdasarkan usia  
    
Usia  
  3  
  
  Frequenc 
y  




16 - 22 
Tahun  
Valid 23 - 29 Tahun  
32  
28  
53.3  53.3  53.3  
46.7  46.7  100.0  








Karakteristik responden berdasarkan  





  Frequenc 
y  








Valid Rp4.500.000,00  
Rp4.500.000,00 - 
Rp6.000.000,00  
> Rp6.000.000,00  
Total  
11  18.3  18.3  18.3  
9  15.0  15.0  33.3  
14  23.3  23.3  56.7  
13  21.7  21.7  78.3  
13  21.7  21.7  100.0  






Karakteristik responden berdasarkan  











Teknik Infromatika  
Ekonomi / Komunikasi  
Teknik  
Desain  
Bisnis / Manajemen  
Humaniora  
Total  
21  35.0  35.0  35.0  
2  3.3  3.3  38.3  
24  40.0  40.0  78.3  
2  3.3  3.3  81.7  
3  5.0  5.0  86.7  
4  6.7  6.7  93.3  
4  6.7  6.7  100.0  







Karakteristik responden berdasarkan  













Semester 1 -2  
Semester 3 - 4  
Semester 5 - 6  
Semester 7 - 8  
Semester 9 - 10  
>Semester 10  
Total  
10  16.7  16.7  16.7  
14  23.3  23.3  40.0  
8  13.3  13.3  53.3  
10  16.7  16.7  70.0  
9  15.0  15.0  85.0  






Karakteristik responden berdasarkan  
  3  
  






Karakteristik responden berdasarkan jenis kelamin  
   
  
Brand Awareness pada kelompok 1  
No    Jawaban Var Y    
STS  TS  N  S  SS  Total  
Frek  persen  Frek  persen  Frek  persen  Frek  persen  Frek  persen  Frek  persen  
Y1  0  0  0  0  0  0  14  46.67  16  53.33  30  100  
Y2  0  0  0  0  0  0  17  56.67  13  43.33  30  100  
Y3  0  0  0  0  0  0  20  66.67  10  33.33  30  100  
Y4  0  0  0  0  0  0  13  43.33  17  56.67  30  100  
Y5  0  0  0  0  0  0  18  60.00  12  40.00  30  100  
Y6  0  0  0  0  0  0  13  43.33  17  56.67  30  100  
  
  
Brand Awareness pada kelompok 2  
No    Jawaban Var Y    
STS  TS  N  S  SS  Total  
Frek  persen  Frek  persen  Frek  persen  Frek  Persen  Frek  persen  Frek  persen  
Y1  0  0  3  10  7  23.33  20  66.67  0  0  30  100  
Y2  0  0  3  10  5  16.67  22  73.33  0  0  30  100  
Y3  0  0  3  10  8  26.67  15  50.00  4  13.33  30  100  
Y4  0  0  5  16.67  13  43.33  11  36.67  1  3.33  30  100  






























Uji Validitas   
  Brand Awareness  
   
  
Pearson Correlation  
Saya Mengetahui Brand Brother  Sig. (2-tailed)  
.803**  
.000  
N  60  
Saya Mengetahui Brand Brother  
Lebih Dahulu Sebelum Mengenal  
Produk Sejenis Lainnya  
Pearson Correlation  





Seandainya Saya Membeli  
Produk Printer Saya Akan 
Memilih Brand Brother  
Saya Mengingat Brand Brother  
Adalah Produk Printer, Mesin  
Jahit Dan Scanner  
Pearson Correlation  





Pearson Correlation  





Pearson Correlation  
Saya Hanya Akan Membeli  
Sig. (2-tailed) 
Produk Brother  
.816** 
.000  
N  60  
Seandainya Saya Menggunakan  
Printer Lain, Saya Akan Tetap  
Mengingat Printer Brother  
Pearson Correlation  





Brand Awareness  
Pearson Correlation  1  
Sig. (2-tailed)    
N  60  
Sumber: Hasil Output SPSS (2018) Uji Reabilitas  
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Uji t pada dimensi Recognition  
Group Statistics  
  Kelompok  N  Mean  Std. Deviation  Std. Error  
Mean  
Recognition  1.00  30  4.4833  .44496  .08124  










Independent Samples Test  
  
   Levene's Test for  
Equality of  
Variances  
 t-test for Equality of Means  
   
  





Std. Error  
Differenc 
e  
95% Confidence  
Interval of the 
Difference  









1.175  .283  6.978  58  .000  .88333  
.88333  
.12659  .62994  1.13673  





Uji t untuk Dimensi Recall  
  
Group Statistics  
  Kelompok  N  Mean  Std. Deviation  Std. Error  
Mean  
Recall  1.00  30  4.3333  .54667  .09981  
2.00  30  3.2667  1.36289  .24883  
  
  
Independent Samples Test  
   Levene's Test for  
Equality of  
Variances  
t-test for Equality of Means  
   
  










95% Confidence  
Interval of the 
Difference  
Lower  Upper  
Recall  Equal 
variances 
assumed  
10.900  .002  3.979  58  .000  1.06667  .26810  .53001  1.60333  
Equal 
variances 
not assumed  










Uji t untuk Dimensi Purchase  
  
Group Statistics  
  Kelompok  N  Mean  Std. Deviation  Std. Error  
Mean  
Purchase  1.00  30  4.4833  .46393  
.60672  
.08470  
2.00  30  3.4500  .11077  
  
   
  
  
Independent Samples Test  
   Levene's  
Test for  
Equality of  
Variances  
 t-test for Equality of Means  





Std. Error  
Differenc 
e  
95% Confidence  
Interval of the 
Difference  
Lower  Upper  






.388  .536  7.410  58  .000  1.03333  .13944  .75421  1.31246  
    7.410  54.27 
3  




Uji t untuk Dimensi Consumption  
Group Statistics  
  Kelompok  N  Mean  Std. Deviation  Std. Error  
Mean  
Consumption  1.00  30  4.5667  .50401  .09202  
2.00  30  3.4333  .50401  .09202  
  
   
  
Independent Samples Test  
   Levene's Test 
for Equality of  
Variances  
  t-test for Equality of Means  

























.000  1.000  8.70 
9  
58  .000  1.133 
33  
.13013  .872 
84  
1.39382  




.000  1.133 
33  






Uji t untuk Varibel Brand Awareness  
  
Group Statistics  
  Kelompok  N  Mean  Std. Deviation  Std. Error  
Mean  
Brand Awareness  1.00  30  26.8333  2.30567  
2.57843  
.42095  
2.00  30  21.2000  .47075  
  
  
   
  
Independent Samples Test  
  Levene's Test for  
Equality of  
Variances  
 t-test for Equality of Means  







95% Confidence  
Interval of the 
Difference  
Lower  Upper  
Equal 
variances  
Brand assumed  

















Data Penelitian  
  
  
   
  
  



































   
  
 
   
  
 
